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Exhibit 6 
Goya Targets 

I 
Hispanic Consumers 

Irc oya Foods 
Una Historia de Calidad 

Gada 2;'. ei :336 po: ios ev is ra i i tes  s ipaf io le i  Con Prudencto y Sofia 
113 ;.:a:!w cu ienei  comeizal~or:  i i ioortando autenticos productos espafioles, 
coini a-eitcnas. aceite de 31 : ia  y s a r d m s ,  para ,'enderseios a la creciente ~ . . ~  

id 

$e ivuei'3 'Y'ork. Poi  inas de 6 C  ai ics Goya se ha coiwertido en el 
de arroces. grano i .  ccndimestos. ntictares y autenticas 
as en 10s Estados Unzdos. Los orodi.cror: Gcya son distrlbuidos de 

-v3in 3 cos:i i imzs a:;z. a rliectes i e  codas procedewas  qiiienes buscan pioductos 
:zn qimn sa301 ii de :a mcjnr i a l i cad .  

Soya fue  iuiidada halo el io i iceptc de que ia hora de ia comida , es el momenta mas 
mpor tan te  3ara reunirse con :a f a m m  Y !os amJgos. Y s e g h  ei paladar va carnbiando, 
y la i  ti-ad!ciones a la hora de co?;er en familia c a n b i a r  tamnikm. Gcya se ha 
"antewdo d !  bia sfieciendc una variedad !?japeraS/c de mas de 1.000 productos 
difeientes. mi idyen& 7 3  d i fe renrs  t i m s  de a x o c t s ,  30 diferentes tipos de gianos y 
J;- !t.,siiperab,e wilido r t ~  inovedoisi. Gelic:osos, f a d e s  ?e preparai  y convenientes 

a k m r a  32 ior?ei. 

;a Colecc i jn  GC. Goya, que incluye aniincios clasicos de Gcya, etiqiletas de sus 
orodlictos y strcs ObJetOS que se re?ioiitan ai inicic de la compahia en el 1936, ha 
pasado a formar parte per'nanente del Muse0 iilacional de Historia Americana de la  
:?st,tuiion Smithsonian. Goya se enoigullece en s e i  la pr imr ia  empresa hispana en 
recib,r es% h;nor Para obtener mas infor:nacicn, oprirna aqui. 

Clcya, ia :ornoaria kspa i ia  mas g a m e  Se io5 Esrados Unidos, e x p l e a  a mas de 2,000 

. ,  ,..?.. 

'iii:os que ayLdaii a ias f a m i i j s  c poco hemps !ibi~e, a satisfacer i u s  necesidades 

i a traves clei ml indo C o n o  ;;we% de su exi is.  Goya hoy opera mas de 13 
a ::?.*+s 3e io5 Estadcs m idos ,  ei Zai ibe y Eurnpa .  A pesa; 3e que Goya ha 

endo dura:>& las Liiti-cas seis decadas? su rnisibn sigue siendu la misma que en . .  . .  e ;  1936. G c r a  se 3edi i  
sa:!siacen i' exceder [as nc  GO ya , I a co M ahia hispana mas gran 

Source: http://www.goya.com/espanol/about/history.h~l 
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Exhibit 8 . 
Americatel Targets Hispanic Consumers 

Serwirio ol Cliente 

Servicio ai Cliente 

El objetivo del servicio al cliente de Americatel @ es lograr la total satisfaccion del 
clienle proporcionandole un servicio superior en toda oportunidad. El Servicio al 
Cliente de Americatel @ ha sido diseriado para que satisfaga las necesidades 
wlturales y linguisticas de la Comunidad Hispana. al mismo tiempo que le 
proporciona servicios bilingues al mercado de habla inglesa. Su compromiso es 
entregar el servicio de la mas aka calidad, con respeto. profesionalismo y 
dedication personal. 

horas al dia de todas las redes. lo que asegura el alto nivel de setvicios que nuestros clientes 
esperan 

cliente proporcionandole un servicio superior en toda oportunidad. El Servicio al 
Cliente de Americatel 8 ha sido disefiado para que satisfaga [as necesidades 
culturales y linguisticas de la Comunidad Hispana, al mismo tiempo que le 

Source: http://www.americatel.net/scliente 

http://www.americatel.net/scliente
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Exhibit 9 
A T& T Wireless Targets Hispanic Consumers 

I 

lgbJ Wireless 

mIiFe. rn6vil. mejor cada dia 

LNecesita ayuda para hacer un pedido o desea recibir mhs informacion? 
Si necesita ayuda para hacer un pedido, si simplemente desea recibir mas informacion sobre nuestros 
productos y servicios, o si tiene interes en algo que no habia visto en este sitio web, llame al 1 888 290-4613. 

d 

LDesea ver en que etapa se encuentra 
En este sitio web puede ver en que etapa se encuentra su $ ~ 

opcibn estado de la orden de mas arriba. 

LTiene preguntas sobre el servicio actual? 
Si tiene preguntas sobre el servicio actual o desea hacer cambios al mismc 
atencion al cliente al 1 800 888-7600 (0 al 61 1 desde su telefono inalarnbri 
con un representante en espatiol. 

LQuiere visitarnos personalmente? 
Si usted vive en una de las areas que se muestran a continuacion, es posi 
hable espatiol en una de las tiendas de AT&T Wireless, quien podra ayuda 
para averiguar si hay representantes que hablan espaiiol. 

Source: http://www.attws.codespanol 

http://www.attws.codespanol
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I INTRODUCTION 

In 1994, Roslow Research Group conducted a large-scale study entitled “Suanish vs. 
Enalish Ad Effectiveness”. The purpose of that research (as well as this replication) was 
to document - among Hispanics - the relative effectiveness of television commercials in 
Spanish vs. commercials in English. 

Although some proportion of Hispanics are viewing Spanish-language television exclu- 
sively, many are also using English-language TV. The question arises: While a propor- 
tion of Hispanics are reached via an Anglo-TV ad schedule, are they being as effectively 
reached as compared to a Spanish TV schedule? Assuming the advertiser is willing to 
sacrifice reaching the “Spanish-TV-exclusive viewer”, is it valid to assume that the 
English language spot does an effective job of reaching the rest? 

Thus was the basic tenet of the 1994 study: There’s “reach” and there’s “effective reach”. 
The question being tested: Among Hispanics, is exposure to an English-language TV 
spot as effective as exposure to a Spanish-language spot? 

The original research revealed some startling differences. Just to cite one example: 
Among bilingual Hispanics, Spanish-language ads were found to be 4 times more persua- 
sive than English-language ads. The key to this follow-up study was to see if - six years 
later - any significant changes have occurred. 

The methodology of this 2000 study was identical to the 1994 approach. An experimen- 
tal design was developed, with 607 interviews completed in four major Hispanic markets. 
The design employed a consumer response technique commonly-used by many advertis- 
ers for testing their TV commercials. The study covered a large number of Spanish- 
language and English-language commercials, and three key elements of effectiveness 
were measured: unaided ad recall, communication (main message recall), and persuasion. 
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I1 KEYFINDINGS 

A Overview 

Confirming what was found in 1994, results herein indicate that advertising to Hispanics 
in Spanish is significantly more effective than advertising to Hispanics in English. Spe- 
cifically, this study found that, among Hispanics . . . 

... commercials in Spanish are 61% more effective at increasing ad awareness 
levels than are commercials in English, 

. ..when it comes to message communication, commercials in Spanish are 57% 
more effective than commercials in English, 

... and ads received in Spanish are 4K-times more persuasive than ads received in 
English. 

Two other key findings: 

The increased effectiveness of Spanish ads-over-English ads was not strictly a 
language comprehension issue. Even among Bilinguals - those Hispanics who 
speak English as much as or more than Spanish in their homes - commercials in 
Spanish were dramatically more effective. 

In comparing the 1994 results to these 2000 results, the consistency was impres- 
sive. If one speculated that somehow - six years later - the gap would have nar- 
rowed, they would have been wrong. These new survey results - for all three 
measures of effectiveness - were very much in-line with the earlier survey find- 
ings. 
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B Ad Recall 

Commercials in Spanish are 61 % more effective at 
increasing ad awareness levels than commercials in English 

Pre-to-post shift in ad recall for the average English-language spot was +22.2 percentage 
points: kom 48.3% pre-exposure, to 70.5% post-exposure. In comparison, exposure to a 
Spanish-language spot resulted in a +35.7 point shift ... a 61% greater “lift”. 

Two other noteworthy findings: 

In terms of ad recall, effectiveness appeared to be unaffected by language ability. 
The edge of “Spanish-over-English” among bilinguals was identical to the total 
results (+61% for the total, +61% for the Bilinguals). Note that the 1994 study 
showed a similar pattern: The superiority of Spanish-over-English was as strong 
(actually slightly stronger) among the Bilinguals as among the Spanish-dominant 
viewers. 

Commercials in Spanish are 61 % more 
M v e  at i-ing amwanes levels 

80 

60 

40 

20 

0 
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In comparing to ’94, effectiveness of Spanish-over-English improved. Whereas 
the previous study found Spanish spots to be 40% more effective on this recall 
measure, the new study found Spanish spots to be 61% more effective. 

Spanish-to-English Index 
Zoo0 VS. 1994 

1.61 1.61 1.61 1 

Total Span-dom. Bilinguals 

C Persuasion 

In terms of influencing the purchase decision, 
commercials in Spanish are 4%-times more 

persuasive than commercials in English 

The preference-shift scores were impressive. Among Hispanics who viewed Spanish- 
language programs + commercials, persuasion scores increased an average of +54% pre- 
to-post exposure to the ads (from 2.28 to 3.50 “persuasion points”). Among those 
viewing English, persuasion scores increased 12%. Thus, in terms of propensity to pur- 
chase, the Spanish ads were 4.5-times more influential. Among Spanish-dominant His- 
panics, commercials in Spanish were 6.00-times more persuasive; among Bilinguals, 
3.36-times more persuasive. Note that there were no significant differences vs. the ’94 
study results. 
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Commerrials in Spanish are 4%-times 
more perruarive 

Viewed Spanish Viewed English 

I Spanish-to-English Index 
2000 w. 1994 I 

n 7.25 I 

Total  Span-dom. Bilinguals 
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D Communication 

Fijly-seven percent more Hispanics will recall the 
spot’s message when they receive it in Spanish 

Among those who viewed Spanish-language ads, 72.2% were able to correctly play hack 
the main message. Among those who viewed English-language ads, 46.1% correctly 
played back the main message -- a 57% advantage for Spanish-over-English. 

One might expect this differential to be “exaggerated” by the Spanish-dominant portion 
of respondents. After all, since this group will likely have comprehension issues with 
English, message communication in Spanish has to be far superior. Indeed, 83% more 
Spanish-dominant Hispanics recalled the spots’ main messages when delivered in Span- 
ish (73.3% vs. 40.1%). On the other hand, Spanish spots were also significantlymore 
effective among the Bilinguals: 36% more Bilingual Hispanics recalled the spots’ main 
messages when they were received in Spanish as compared to when they were received in 
English. 

57% mom Hispanics will recall Uw 
message when delivennl in Spanlsh 

Viewed Spanish Viewed English 
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Note the near-identical survey results compared to 1994. In that study, Spanish spots 
were found to be 56% more effective in terms of communication ... compared to 57% in 
this new research. 

*nish-over-English Advsnfsge 
2000 vs. 1994 

f 83% 82% I 
57% 56% 

Total Span-dom. Bilinguals 

E Implications 

As stated in the earlier RRG Study, "these results strongly suggest that Hispanic rating 
points delivered via an advertising schedule on English-language television should be 
adjusted down to compensate for substantially reduced effectiveness". 

One could endlessly debate what the magnitude of this adjustment should be. Since the 
issue of effectiveness is a multi-dimensional one, and since objectives will vary !%om 
campaign-to-campaign, this question is complex. Nonetheless, to assist in evaluation, we 
offer the following exercise: 

By recalculating the Spanish-to-English differentials - by reversing numerators 
and denominators - instead of showing how much more effective Spanish ads are, 
we now have an indication of how much less effective English ads are. 
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The results of this exercise: 

Among Total Hispanics . . . 

... English ads are 38% less-effective than Spanish ads in terms of ad 
recall, 

0 . ..English ads are 78% less-effective than Spanish ads in terms of 
persuasion, 

... English ads are 36% less-effective than Spanish ads in terms of 
communication. 

0 

Among Bilingual Hispanics . . . 

0 ... English ads are 38% less-effective than Spanish ads in terms of ad 
recall, 

. ..English ads are 70% less-effective than Spanish ads in terms of 
persuasion, 

0 , ..English ads are 27% less-effective than Spanish ads in terms of 
communication. 

As stated earlier, without knowing a specific campaign’s objectives it may be difficult to 
combine these three measures in a meaningful way. However - even among the Bilingual 
subset - the reduced effectiveness of English ads is evident. For example, if - based on a 
campaign’s objectives - one considers ad recall to be the critical measure, one might 
consider adjusting-down the general market delivery by 38%. Similarly, if persuasion is 
deemed most critical, then one might consider adjusting-down the general market 
schedule’s reach by as much as 70% (the Bilingual differential) or more! 

One last observation here: Echoing what we said earlier in this write-up, perhaps the 
most impressive finding in this latest research was the consistency with the ’94 results. 
The bottom line? After six years, the “effectiveness advantage” of Spanish ads over 
English ads has not diminished. 
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111 METHODOLOGICAL OVERVIEW 

A total of 607 interviews were completed among Hispanic adults 18-49 years of age, in 
four markets: Los Angeles, New York, Miami and Houston. 

1 In each market, a random telephone survey was conducted among Hispanics in 
which unaided brand and ad awareness were collected for four productkenrice 
categories. 

Upon completion of this telephone interview, respondents were invited to a cen- 
tral location facility, under the pretext of viewing and evaluating a TV program. 
Upon arrival at the central location, half of the respondents were asked to play a 
brandpoint allocation “chip game” - based on interest in purchase - for each of 
the four product categories; then exposed to a 20-minute segment of a Spanish- 
language TV program in which four spots had been embedded. After viewing the 
program, these respondents were asked brand and ad recall questions for the four 
product categories (repeating the questions that had been asked several days ear- 
lier in the telephone interview); asked to repeat the brandpoint allocation game; 
and asked to write down the main message of each spot they had just seen. 

The other half of respondents followed the exact same procedure; except they 
viewed an English-language program with four English-language spots. 

2 

With this procedure it was possible to document pre-to-post shifts in unaided ad recall 
and propensity-to-purchase (or “persuasiveness”) for the tested brands -- and compare the 
magnitude of these shifts for those who saw the ads in Spanish vs. those who saw the ads 
in English. It was also possible to compare - by language-of-viewing group - the propor- 
tions that could correctly recall the commercials’ main messages. 

In each market there were eight separate viewing sessions/groups, as follows: 

1 Spanish-dominant males 18-49 years of age, viewing Spanish-language 
program + commercials. 

Spanish-dominant males 18-49 years of age, viewing English-language 
program + commercials. 

2 
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METHODOLOGICAL OVERVIEW (Cont’d) 

3 Bilingual males 18-49 years of age, viewing Spanish-language program + 
commercials. 

4 Bilingual males 18-49 years of age, viewing English-language program + 
commercials. 

5 Spanish-dominant females 18-49 years of age, viewing Spanish-language 
program + commercials. 

Spanish-dominant females 18-49 years of age, viewing English-language 
program + commercials. 

Bilingual females 18-49 years of age, viewing Spanish-language program 
+ commercials. 

Bilingual females 18-49 years of age, viewing English-language program 
+ commercials. 

6 

7 

8 

The four tested commercials varied from group-to-group. However, the markedsex 
group-pairs were always shown commercials for the same four brands. For example, if 
the males viewing Spanish in NY were exposed to Spanish-language spots for Macy’s, 
McDonald’s, Heineken and Head & Shoulders shampoo, the males viewing English in 
NY were exposed to English-language spots for the same four brands. 

Fifty-two different commercials were tested, covering 17 different categories and 24 dif- 
ferent brands (See Appendix of this report for a list of the categories). 

Note: For purposes of this research, “Spanish-dominant Hispanics” were defmed as 
speaking Spanish at home more than English. “Bilingual Hispanics” were defmed as 
speaking Spanish and English equally at home or speaking more English than Spanish. 
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IV RATIONALE 

Advertising effectiveness is difficult to quantify ... in any language. The advantage of 
this design is that all comparative indicators are built into the test. No comparisons to 
other survey results or normative data are required. For example, for awareness and per- 
suasion measures, pre-to-post shifts in levels for those exposed to Spanish-language 
commercials are compared to those exposed to English commercials for the same brands. 
All are asked the exact same question series’. The only variable being manipulated be- 
tween the two sub-samples is the language of TV-viewing. Any built-in response bias 
inherent in the procedure is thus equalized. 

Testing one pair of spots for one brand - or even one product category - would have lim- 
ited the applicability of results. The inclusion of a large number of spots covering differ- 
ent product‘service categories provided the ability to compare effectiveness for the “aver- 
age” Spanish vs. the “average” English commercial. 
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V SUMMARY OF RESULTS 

A Advertising Recall 

In the initial telephone contact, respondents were asked - for four separate product cate- 
gories - to recall all brands that they had recently seen advertised. Several days later - 
after exposure to the test commercials - these four unaided ad recall questions were re- 
peated. With this setup, it was possible to look at pre-to-post shifts in ad recall for the 
test brands; comparing the magnitude of the shifts for those seeing Spanish ads vs. those 
seeing English ads. 

Overall, significantly more Hispanics were able to recall having seen the ads when they 
saw them in Spanish as opposed to when they saw them in English. The differential in 
favor of Spanish-over-English was +61 YO. And the superior lift of Spanish-over-English 
held true regardless of the respondents’ language ability. 

Specifically, for total adults exposed to Spanish spots, ad recall increased 35.7 
percentage points - !?om 46.9% pre-exposure, to 82.6% post-exposure (see Table 
1). This was 61% greater than the pre-to-post shift (of 22.2 points) for those 
viewing English spots. And the results for the two language-ability subsets were 
identical (+61% edge for Spanish-over-English among the Spanish-dominant 
group and among the Bilinguals). 

As shown in Table 2, the advantage of Spanish-over-English increased considerably from 
the 1994 study. In terms of ad recall, the older research indicated that Spanish ads were 
40% more effective . . .whereas this latest study pegs the advantage at +6l%. 
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Table 1 
ADVERTISING RECALL - 2000 

VIEWED SPANISH TV VIEWED ENGLISH TV INDEX 
PRE POST SHIFT SP/ENG - -  PRE POST SHIFT --  

(%) (%) (“A) (“A) 

Total 46.9 82.6 +35.7 48.3 70.5 +22.2 1.61 
SpanDom 47.2 82.1 +34.9 48.6 70.3 +21.7 1.61 
Bilinguals 46.7 83.2 +36.5 48.0 70.7 +22.7 1.61 

Underlined Score indicates significant 
difference at a 90% level of confidence 

Table 2 
ADVERTISING RECALL - 2000 VS. 1994 

ZOO0 (Point Shift) 1994 (Point Shift) 
VIEWED VIEWED VIEWED VIEWED 
SPANISH ENGLISH INDEX SPANISH ENGLISH INDEX 

Total +35.7 +22.2 1.61 +38.6 +27.6 1.40 
SpanDom +34.9 +21.7 1.61 +34.9 +26.0 1.34 
Bilinguals +36.5 i22.7 1.61 +43.4 i29.7 1.46 

Underlined Score indicates significant 
difference at a 90% level of confidence 
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B Persuasion 

As outlined in the “Methodology” section, respondents were asked to play a constant 
surdpoint-allocation “chip game” based on interest in purchasing brands. Respondents 
allocated IO-points (or chips) among brands Within each product category. The more in- 
terested in purchasing a brand, the more points the respondent could allocate to that 
brand. The only guideline was that, when completed, the points had to add up to IO. 
This point allocation game was played twice for each of the four product categories; be- 
fore viewing the commercials and after viewing the commercials. 

Echoing the 1994 findings, the results of the point-allocation test were dramatically posi- 
tive for those seeing commercials in Spanish. Overall, Spanish spots were 4% times more 
influential in purchase attitude than were English spots. 

The average pre-score for the test brands among those subsequently seeing Span- 
ish ads was 2.28 points. Afier seeing the commercials, this score rose 54%, to a 
3.50 (Table 3). 

Among the other half of the sample, the pre-score was 2.23 points. After seeing 
commercials in English, this score rose to a 2.50 ...an increase of only 12%. 

The dramatically increased persuasiveness of Spanish advertising was true for both 
Spanish-dominant and Bilingual Hispanics. For example, among the Bilinguals, seeing 
commercials in Spanish was 3.36-times more effective in influencing the purchase deci- 
sion. 

Encouragingly, results were very much in-line with the 1994 study (see Table 4). While 
this latest research indicated Spanish ads were 4.5-times more persuasive, the earlier 
study showed the advantage of Spanish-over-English at 5.2-times. 

15 



Table 3 
PERSUASION SCORES - 2000 

VlEWED SPANlSH TV VlEWED ENGLlSH TV lNDEX 
PRE POST %SHIFT - PRE - POST %SHIFT SPIESG - -  

Total 2.28 3.50 +54 2.23 2.50 +12 4.50 
SpanDom 2.14 3.43 +60 2.07 2.28 +10 - 6.00 
Bilinguals 2.43 3.57 +47 2.40 2.73 +14 3.36 

Underlined Score indicates significant 
difference at a 90% level of confidence 

Table 4 
PERSUASION SCORES - 2000 VS. 1994 

ZOO0 I% Shift) 1994 I% Shift) 
VIEWED VIEWED VIEWED VIEWED 
SPANISH ENGLISH INDEX SPANISH ENGLISH 

Total +54 
SpanDom +60 
Bilinguals +47 

+12 
+10 
+14 

- 4.50 +47 

- 3.36 +44 
6.00 +58 

+9 
+8 

+11 

5.22 
7.25 
4.00 

Underlined Score indicates significant 
difference at a 90% level of confidence 
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C Communication 

After completing the awareness and persuasion question series’, respondents were asked 
to write down the main idea of each of the viewed commercials. Answers to this open- 
ended question were subsequently coded on a yesho basis; based on whether or not the 
viewer recalled one or more of the spots’ main messages. 

Among all adults, 46.1% of those seeing English commercials were able to correctly play 
back the main message. Among those seeing Spanish commercials, 72.2% were able to 
correctly play back the main message: a 57% edge for the Spanish communication (Table 
5). 

Even among the Bilinguals, communication in Spanish was significantly stronger; as 36% 
more of those receiving the message in Spanish were able to correctly understand it 
(71.2% for the Spanish ads vs. 52.2% for English). 

Table 6 compares these communications results with the 1994 study. As shown, the 
Spanish-over-English pattern is near-identical. 
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Table 5 
MAIN MESSAGE RECALL -- 2000 

VIEWED VIEWED % 
SPAN TV ENGL TV DIFF. 

("/) ("w 
Total 72.2 

Bilinguals 71.2 
Spanish Dominant 73.3 

46.1 
40.1 
52.2 

- +57 
- +83 
+36 

Underlined Score indicates significant 
difference at a 90% level of confidence. 

Table 6 
MAIN MESSAGE RECALL -- 2000 VS. 1994 

% DIFF. - SPANISH ADS OVER ENGLISH ADS 
1994 - 2000 - 

Total 
Spanish Dominant 
Bilinguals 

- +56 
- +82 
+31 

Underlined Score indicates significant 
difference at a 90% level of confidence. 
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ADDendix A -- About the Commercials 

Fifty-two different commercials were tested, covering 17 different categories and 24 
different brands. The categories were as follows: 

0 

0 

0 

0 

0 

0 

Automotive (3 different makedmodels) 
Auto Insurance 
Beer (2 different brands) 
Coffee 
Department stores 
Detergent 
Dot.com (2 different Websites) 
Dial-around LD Service (2 different services) 
Fast food (2 different restaurants) 
Foot remedies 
Hair care/shampoo (2 different brands) 
Headache remedies 
Popcorn 
Pre-packaged pasta entrees 
Paper towels 
Stomach remedies 
Supermarkets 

From a creative perspective, the SpanisWEnglish commercial-pairs included every 
conceivable option: 

In some cases the Spanish creative approach was totally different from the English 
counterpart . ..in terms of creative execution and message. 

Sometimes the Spanish execution was creatively unique, but conveyed the same - 
or close to the same - message as the English execution. 

In some cases the Spanish spot was identical to the English spot; using voiceovers 
or dubbing. In one of the pairs of commercials, bilingual talent was used ... so 
that the Spanish and English-language executions were totally identical yet not 
dubbed. 

19 



About the Commercials (Cont’d) 

As highlighted earlier (Section IlI -- Methodological Overview), there were eight separate 
viewing sessions per market; 32 viewing sessions in all (16 Spanish, 16 English). Each 
respondent viewed four “test” commercials, and placement of the commercials varied 
f?om tape-to-tapelgroup-to-group. However, the market/sex/language group-pairs were 
always shown commercials for the same four brands . . .and placement within the program 
was also consistent for these group-pairs. So, for example, if the Bilingual males viewing 
Spanish in NY saw a program with the four test spots clustered in the first commercial 
break, the Bilingual males viewing English in NY saw English-language spots for the 
same four brands clustered in the same program-position (and in the same order) in the 
tape they viewed. 

Also note that - in order to realistically reflect real-world viewing situations regarding 
“clutter” - we added commercials for non-test-products to some of the program-tapes. 
Here too, when this was done, consistency was maintained across market/sex/language 
group-pairs. 
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Appendix B -- Brand Recall 

The three key effectiveness measures in this research were ad recall, persuasion and 
communication. However, to properly “setup” the unaided ad recall question, unaided 
brand recall was also asked. These brand recall results are presented below. 

BRAND RECALL -- 2000 

VIEWED SPANISH TV VIEWED ENGLISH TV INDEX 
- -  PRE POST SHIFT --  PRE POST SHIFT SPENG 

Total 63.6 88.5 +24.9 62.6 80.5 +17.9 1.39 

Bilinguals 63.5 89.1 +25.6 62.0 81.5 +19.5 1.31 
SpanDom 63.6 87.9 +24.3 63.2 79.5 +16.3 1.49 
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Appendix C - Detailed Methodolosy 

1 The Telephone Interview 

Respondents were randomly recruited by telephone using a listed phone sample frame (by 
surname). Respondents were screened based on the census’ definition of “Hispanic” 
(self-defined). All interviewers were bilingual. All interviews commenced in Spanish 
and continued in the respondent’s language of choice. 

In addition to basic demographic and language ability questions, respondents were asked 
unaided brand recall and ad recall questions for four producthervice categories. 

After completion of the interview, respondents were invited to attend the viewing session. 
The length of time between the initial telephone interview and the viewing session varied 
from 4 to 7 days. Those attending the viewing session were compensated for their time. 

Note that certain “quota guidelines” were used in the screening process: 

To ensure that the sample split by sex (within each of the two language-of- 
viewing sub-samples) was approximately 50% males/50% females. 

To ensure that the sample split by language ability (within each of the two 
language-of-viewing sub-samples) was approximately 50% Spanish-dominant 
Hispanics/50% Bilingual Hispanics. “Spanish-dominant Hispanics” were defined 
as “speak Spanish more than English at home”. “Bilingual Hispanics were 
defined as “speak Spanish and English equally at home” or “speak English more 
than Spanish at home”. 

2 The Viewing Session 

a Pre-Exposure Interview 

The viewing sessions took place at focus group facilities, with the conference rooms set 
up “classroom-style”. 

Questionnaires were available in Spanish or English. A “Group Leader” took respon- 
dents through the interview, question-by-question. 
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Detailed Methodology (Cont’d) 

Afier a brief introduction, respondents were asked to play a brandpoint allocation “chip 
game” for a product category. The questionnaire contained a list of brands in that cate- 
gory; and the procedure required distributing 10-points across the brands based on interest 
in purchasing. A participant could give all 10 points to one brand, 2-points-each to five 
different brands, one-point-each to 10 different brands, etc. The points could be allocated 
any way the respondent desired (based on purchase-interest): the only proviso was that - 
upon completion - the points had to add up to 10. 

To assist in this allocation process - as a visual and tactile “prop” - respondents were pro- 
vided with 10 (poker-style) chips . . .and the game was referred to as the “chip game” 
(“fichas” in Spanish) throughout the viewing session. 

Although wording of this question varied slightly depending on the product/service 
category, the wording was generally along the following lines: 

We would like your opinion of @roduct carepow). 

Please note there are several brands printed. If there are other brands you 
purchase, please write those brands now in the space provided. 

Now, we would like you to divide 10 chips among the entire list of brands based 
on how interested you would be in buying them. The more interested you would 
be in buying the brand, the more chips you would give that brand. You can give 
as many or as few chips to each brand as you like -- even none to some brands, 
but you must use all 10 chips. 

After completing the chip game for the first product category, respondents were asked to 
repeat the exercise for three more product categories. 

b The TV Program 

Respondents next viewed a 20-minute segment of a TV program. For men viewing 
Spanish TV the progam used was “Bienvenidos”. For men viewing English television, 
“The Man Show” was used. Women saw an episode of “Cristina” (Spanish) or “Oprah” 
(English). 
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Detailed Methodolorn (Cont’d) 

Inserted in the programs were 30” commercials for the four brands being tested. 

C The Post-ExDosure Interview 

After viewing the program, respondents answered the following 5 questions for each of 
the four product categories: 

1 Unaided brand recall (“Thinking about (cateaorv), what brands come to 
mind?“) 

Unaided ad recall (“What brands of (cateaow) have you seen advertised 
recently?”) 

2 

3 Replay chip game. 

4 Aided advertising recall for test brand (“Do you recall seeing a commer- 
cia1 for ( k d )  in the program you just saw?’) 

Main message playback (“What would you say is the main idea of this 
commercial?”) 

5 

3 Data Processing 

The in-tab sample was weighted by male/female and by language stratdmarket (based on 
the Nielsen NHTVNHSI Enumeration). 
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Aaoendix D -- Samole Characteristics 

A total of 607 interviews were completed, 303 who viewed Spanish commercials and 304 
who viewed English. Unweighted, the breakdown of the sample was as follows: 

Market 
Los Angeles 
New York 
Miami 
Houston 

& 
18-24 
25-34 
35-49 

- Sex 
Male 
Female 

Country of Origin 
Mexico 
Cuba 
Puerto Rico 

Viewed Viewed 
Spanish TV English TV 

(#I (#) 

78 76 
76 77 
73 75 
76 76 

93 89 
102 92 
108 123 

147 144 
156 160 

139 133 
53 57 
34 38 

Dominican Republic 30 28 
Colombia 14 17 
El Salvador 10 14 
Other 21 15 
NA/Ref 2 2 
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Sample Characteristics Kont’d) 

Viewed 
Svanish TV 

(#I 

Born in US.  75 
Foreign Born 226 
NAiRef 2 

US. vs. Foreign Born 

Avg # of yrs in US. 
(among foreign born) 1 1.4 

Lanmage Ability 
Spanish-dominant 153 
Bilingual 150 

Education 
Less than H.S. Grad 60 
H.S. Grad 105 
Some College 91 
College Grad or more 44 
NARef 3 

Viewed 
English TV 

(#) 

82 
219 

3 

10.3 

149 
155 

68 
89 
94 
51 
2 
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